= .237, p < .004) and brand consciousness (β = .453, p < .000) were positively associated with purchase intention toward luxury fashion brands among Western female college students. However, contingent self-esteem (β = -.115, p < .276) and peer pressure (β = .024, p < .780) were not significantly associated with purchase intention toward luxury fashion brands. Results did not find any moderating effects (H1b: β = .073, p < .297, H2b: β = .070, p < .371, H3b: β = -.054, p < .512, H4b: β =-.145, p < .676) of competitiveness on these relationships. Discussion and Implications. Zhang and Kim (2013) viewed peer pressure as a social comparison and their results indicated that peer reference significantly affected Chinese consumers' attitudes towards purchasing luxury fashion brands. However, our results indicate that contingent self-esteem and peer pressure were not significant factors for purchase intention toward luxury fashion brands. This finding suggests that Western female college students are less affected by peers than their Asian counterparts and are more affected by brand and media influence when consuming luxury fashion brands. These results imply that individual evaluations of media figures and brand image in the social domain are main concerns rather than peers or others' evaluations of their impression. Even though we did not find the moderating effect of competitiveness, it would be possible to explore the effect from a cross-cultural approach in future research. We examined only individual level factors and did not include geographically based cultural criteria. For a more accurate application of market segmentation in the current luxury brand market, our results suggest that future research should examine both individual level factors and cultural level factors.
